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Abstract 
The use of social media ranges from personal to business purposes. This preliminary study aimed to firstly identify the 
reasons small business entrepreneurs use social media in their businesses; and secondly, to determine the level of trust in the 
social media among small business entrepreneurs. Data of the study were gathered using questionnaires. A descriptive 
analysis showed that social media are useful and important in image building, strengthening relationship, and networking 
among business entrepreneurs and customers, Recommendations are put forward to 
make social media more visible and significant among the business entrepreneurs. 
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1. Introduction 
 Of late, social media have gained prominence among web users from all walks of life. Social media, as stated 
by Kaplan & Haenlein [1] are the descriptions of the many types of media content that are intended for the public 
and are created by end-users. These social media encompass multi-ranging online social interactions meant for 
various purposes, such as blogs, collaborative projects, social networking sites, virtual game worlds, and virtual 
social worlds. The common online ones  are, YouTube, Facebook, and Twitter. 
The social networking sites (SNS) are very popular with online users. It is one of the important parts of social 
media and SNS is perceived as web-based services that allow users to connect with each other [2]; [3]. In 
business, social media have been used widely in many aspects, such as for social networking, promoting 
products, and getting new customers. Previous researches in social media have emphasized the importance of 
their use in business, where a large number of them dominated in the world of marketing [4] such as the one done 
by Thackeray, et.al [5] on enhancing promotional strategies within social marketing programs using web 2.0 
social media. Similarly, Sharifah Fatimah Syed Ahmad & Murphy [6] investigated social networking as a 
marketing tool, while a study among the Filipinos in using social networking sites and mobile commerce in 
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nurturing their business was conducted by Alampay [7] who said that the urban micro-business owners had the 
advantage over the rural ones where technology was difficult.  
In Scandinavian countries, numerous researches have also been reported on networking activities and 
business. For instance, Neergard [8] studied networking activities in technology-based entreprenurial teams, and 
also the role of technology in business networking practices by Sorenson & Schlovski [9]. These researches 
indicate that there is a growing trend in the use of social media for business purposes and small business 
entrepreneurs are not excluded from being the users of this technological craze. Nonetheless, despite the 
picturesque view portrayed on social media, the small business entrepreneurs are still at a disadvantage as in 
reality the social media do not benefit the majority of the small business owners very much because of poor 
utilisation of the media [10].  
In addition, while much has been said about the benefits of social media, every year, thousands of Malaysians 
are being cheated by Internet scam or business dealings originating from social media. According to statistics by 
Norton Cybercrime Report [11], the victims of cybercrime in Malaysia had lost a total of US$388 million 
(RM1.21 billion) to cyber criminals in 2010. This experience creates fear among the heart of many including 
small business entrepreneurs in trusting the social media.  
Thus, in the Malaysian context, questions are raised as to how do small business entrepreneurs build trust 
towards social media so that they could use them as tools for customers to know that they are genuine 
businessmen and they do not fall prey into scams? Specifically for the businessmen, how do they know that these 
customers are genuine customers? This involves trust where it is as an important element in doing business. Trust 
as defined by Cambridge Dictionary is ence in the honesty, goodness, skill or safety of a 
pe and expect something is true [12] . For instance, if a person is believed 
to be honest, whatever he says whether verbally or written is considered believable. In relation to online trust, 
 Dutton & Shepherd [14] pointed out that people with 
higher information of technology and the internet will trust its contents better compared to those who are less 
illiterate in this matter. Nevertheless, people with a very high degree of literacy on computer and internet 
technology are found to be on the extreme end where they are less trusting on the internet and its contents as they 
are more knowledgeable of the complexity of this technology. 
This study did not intend to find out whether this was especially true in the context of small Malaysian 
business entrepreneurs but rather focusing on describing the trust they possessed towards the social media. This 
study drew on previous works on social media, including social networking sites, in particular, for personal 
purposes and other types of online media.  
With regard to trust, a plethora of research on social media have been carried out in many disciplines, such as 
in education and social services. One recent study by Hampton et. al. [15
using Facebook SNS as well as, tolerance, social support, and community and political engagement. This study 
found that Facebook users are more trusting than other people who are not users. Jones, et. al. [16] highlighted 
their study on trust using the web where they studied the 6 types of influences in trust using the web. They 
suggested that future research be carried out on the different types of web sites viewed and their purpose of use 
when interacting on the web since not much has been focused on influences on trust in the web, generally, thus 
creating barren literature in this area. Moreover, Wu & Tsang [17] studied about trust using whether antecedent 
communities, as well as ho
they found that, the more the members trust the website, the more they will visit them. These studies were 
conducted on users in general. This indicates the importance of social media to be used by the users as the 
frequency of visiting the sites does matter. 
As the invasion of the social media phenomenon does not exclude the Malaysian small business 
entrepreneurs, it is necessary to have knowledge pertaining to this matter. Currently, not many researches have 
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been conducted in Malaysia pertaining to small business entrepreneurs, thus, little knowledge is revealed about 
this situation. The aim of this paper is to describe the research findings in gaining a broader understanding of the 
use of social media among Malaysian small businessmen in building trust. It focused on using social media not 
only to communicate with fellow businessmen for various purposes but also to trust the social media.  
 
2. Objectives and Research Questions 
 
2.1. Objectives 
 
The study sought to fulfill the following objectives: 
 
1. To identify the reasons small business entrepreneurs use social media in their business. 
2. To determine the level of trust in the social media among small business entrepreneurs. 
 
2.2. Research questions (RQs) 
 
The study was guided by the following research questions: 
 
1. What are the reasons small business entrepreneurs use social media in their business? 
2. To what degree is the level of trust embraced by the small business entrepreneurs in using the social 
media? 
 
3. Methodology 
 
3.1. Data collection 
This study employed quantitative approach. Data were collected using questionnaires answered by 31 small 
business entrepreneurs aimed at seeking their views and reasons of using social media. Questionnaires were 
distributed and collected using social networking site (Facebook). In cases where there was no response from the 
respondents through social networking, data were collected manually. The respondents were involved in various 
kinds of businesses, such as finance, homeopathy, supplies, and many others. They belonged to an ethnic group 
and were all Malaysians. The duration data gathering was 2 months. 
 
3.2. Data analysis 
 
With the help of SPSS, data obtained from the respondents were computed and analysed using descriptive 
statistics namely, percentage, frequency counts and mean. These descriptive statistics are employed as they are 
able to describe and explain in great length of the phenomenon. Hence, in answering RQ1, the mean was used for 
this purpose. In addition, to provide answers to RQ2, frequency counts and percentage were employed.  
 
4. Findings and discussion 
 
the social media based on the stated research questions. They are as follows:  
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4.1. Reasons for Usage of Social Media by Small Business Entrepreneurs  
 
Table 1: Reasons for Using Social Media 
 
Reasons N Mean 
1. To find new customers 31 3.74 
2. To build relationship with prospective customers 31 3.71 
3. To strengthen relationship with existing customers 31 4.03 
4. To build relationship with friends 31 4.13 
5. To increase my sales 31 3.87 
6. For fun 31 3.48 
7. For image building 31 3.97 
8. To create networking 31 4.32 
9. To strengthen networking 31 4.26 
10. Others 31 2.42 
 
The above table describes the reasons of the entrepreneurs in using the social media. Based on the 10 reasons 
ild 
(mean=3.97). The least favored was other reasons with the mean of 2.42. 
 
4.2. Level of Trusting the Social Media among Small Business Entrepreneurs 
 
Table 2: Level of Trust 
 
Level Frequency Valid percent 
1 2 6.5 
2 20 64.5 
3 9 29.0 
 
Table 2 shows the level of trusting the social media among the entrepreneurs. As can be seen from the table, 
Level 1 indicates the lowest level of trust, while Level 2 is considered moderate. Finally, Level 3 is considered 
the highest level. The findings found that social media was trusted moderately by a majority of the entrepreneurs 
(64.5 percent). On the contrary, a smaller number of them highly trusted the social media with 29.0 percent, and 
the least number trusted the media with 6.5 percent. 
 
4.3.  Discussion 
 
A principle of marketing in establishing visibility combined with the urge to keep in touch is the real 
motivation for small business entrepreneurs in using social media. As the business takes a lot of time especially 
for small business entrepreneurs who has yet to delegate part of their work to others; less and less family and 
social time  is spent other than in running the business. However, being arguably a social animal; small 
businessmen grab this opportunity to be actively sociable and most importantly getting a wider range of 
connections and visibility in running the business. The finding of this study is quite similar to Nylander and 
Rudstrom [18] that entrepreneurs use social media to find new contacts using social media. Other than a mere 
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percentage usage for fun, the two most important usage of social media is visibility among prospective and 
present customers, positioning oneself to a distinguished up to date business setup and progressively build up the 
networking.   
In building relationship with friends, who could also be their prospective customers, while spoken language is 
utilised in some of the sites, emphasis on politeness is needed in maintaining trust. Words or phrases which are 
not acceptable in the native culture of the users displayed in the social media will reduce the trust level of the 
other party. For example, the Malay language and the Malay culture are inseparable. The Malay culture itself is 
embedded in the language in use including their daily language. In Malay language, courtesy while using the 
language is of utmost priority be it in the spoken or written language. Failure to communicate in the using proper 
-bred manners [19];[20]. People who do not 
use the proper language will be shunned by the society. As a result of this, in the social media interactions where 
they involve participation from the community, not knowing to use the proper language will deter messages 
being past and most probably trust being marginalized. Words that suit the social media should not deviate from 
status quo politeness between younger and elder people, lower class and higher class and differing ethnic groups 
conversations.  
Another possible miscommunication is spelling used. Short forming spelling could relay the opposite message 
that a person is ignorant in the matter.  Imagine when a conversation 
 
Level of trust has to go through a minimum standard of trustworthiness. If there is a service or product to be 
sold, if the procurement, payment plus delivery is established; and testimonials are substantial, small 
entrepreneurs are most likely to have confidence in doing business via social media. After all, they have 
precautionary procedures such as to purchase a smaller amount before embarking in a bigger transaction, enough 
to see the validity and time taken to receive the service or product. Some industries have a higher integrity in 
their products, such as computer components because as technical specifications and brand names are mentioned, 
the standard is established. 
Moreover, the moderate level of trust embraced by most of the respondents indicates that Malaysians are 
some fear towards the machine, such as having the fear of losing their personal data which might lead to losing 
money. Apart from that, the naivety of the Malaysians is still of a high level.  Despite of Malaysia being a multi-
cultural society, once it comes to international interaction, Malaysians are considered naïve especially when it 
comes to trust. In general, they are easy to venture into any business or trusting relationship with others. If the 
future business is very appetizing in terms of future profit, they will not hesitate to venture into it. Regardless of 
races, be they Malays, Indians, Chinese or other ethnics, they are vulnerable to exciting promises. Schemes like 
buying some lots of investment in airport building in a third world country, algae breeding for earth de-warming 
projects and inter-continental gold coins investment are hot for Malaysians to venture into. This so-called trust 
preys on individuals with the guise of endeavors in helping others sincerely or for an exchange of emotional 
feelings or love. Even though the usage of social media is increasing at a rapid pace in Malaysia, the business 
acumen in detecting invalid business dealings or its feasibility is very far behind, especially through the media. 
Therefore, Malaysians have much to learn because of their failed projects or blind trust.  The job of the 
proponents of social media is to educate these small business entrepreneurs in installing the beliefs in these 
businessmen that trusting social media is not dangerous if it were done with precautions. 
To gather a cheap and wide range of contacts especially business contacts among small entrepreneurs, the 
sense of belongings and trusting towards each other plays very important binding relationship. It is important for 
every user of the social media to know that a social media community is helpful in their enquiries and vice versa. 
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The social media have the advantages of reaching the customers through the formation of the borderless concept 
of the world. In this aspect, companies which have proper utilization of the social media will not only be able to 
capture the market segments from the home country but also from every corner of the globe. The social media 
sites which enhance continual participation and progression from enquiry to sales to after-service sales to 
solidifying networks, are also able to establish their integrity. This participation and response in the social media 
as claimed by Evans [21] allow the users to shape, create and share the contents and eventually creates 
reputation [21]. Hence, because of the created reputation, in the long run, they manage to maintain a large 
number of members whom rely on each other and become a very strong networked community in the business. 
Engagement [22] is another point for consideration apart from participation and reputation. This is where the 
users spend their time on looking at the products offered and discuss the products with their friends using the 
social media as their avenues. As a result, not only the targeted customers are tapped but also people who are 
close to them. Thus, social media provide an alternative to the small business entrepreneurs apart from using the 
traditional ways of marketing and strengthening their businesses, if used wisely. 
 
5. Conclusions  
 
This study has provided an overview of how Malaysian small business entrepreneurs trust the social media. 
The study concludes that there are various reasons in using social media by the small business entrepreneurs. 
Among these, creating networking was favored the most, while other reasons were the least. In terms of level of 
trust, social media was being trusted moderately by majority of the entrepreneurs. Overall, it can be concluded 
that social media media are still not widely used and trusted among small business entrepreneurs in Malaysia. 
The following are several recommendations to make social media more visible and significant among the small 
business entrepreneurs: 
 
-and-
marketing and communication tool. 
2. Guidelines in using social media for small business entrepreneurs are needed in the Malaysian context. These 
guidelines will help the entrepreneurs in trusting and making proper use the social media for their business 
purposes which takes into account cultural considerations.  
3. Language used in social media should also be emphasized in making the guidelines. 
 
Since this study is a preliminary study and focused on a limited sample size, therefore, a larger study should 
be carried out in order to be more conclusive. Nevertheless, it has given us the insights on how social media 
operates among small business entrepreneurs in gaining their trust. Future research may also look at the 
importance the language used in business communication in using social media. 
 
References 
 
[1] Kaplan, A.M. & Haenlein. Users of the world, unite! The challenges and opportunities of Social Media. Business Horizons 2010; 53, 
59-68. 
[2] Organisation for Economic Co-operation and Development OECD.  Participative web and user-created content: Web 2.0, wikis and 
social networking. Paris: Organization for Economic Co-operation and Development; 2007.   
[3] Parker, C. 301 Ways To Use Social Media To Boost Your Marketing. New York: McGraw Hill; 2011. 
[4] Boyd, D.M., Ellison, N.B. Social Network Sites: Definition, History, and Scholarship. Journal of Computer-Mediated 
Communication 2007; 13(1), 210-213. 
[5] Thackeray, R., Neiger, B. L., Hanson, B.L.,MCKenzie.  Enhancing Promotional Strategies Within Social Marketing Programs: Use of 
Web 2.0 Social Media. Health Promot Pract. 2008; 9:338. 
570   Rohayah Kahar et al. /  Procedia - Social and Behavioral Sciences  66 ( 2012 )  564 – 570 
[6] Sharifah Fatimah Syed Ahmad & Murphy, J. Social Networking as a Marketing Tool: The Case of a Small Australian Company, 
Journal of Hospitality Marketing & Management, 2010; 19:7, 700-716 
[7] Alampay, E. E. Filipino Enterpreneurs on the Internet: When Social networking Websites Meet Mobile Commerce. Science 
Technology Society 2008;13:211. 
[8] Neergard, H. Networking Activities in Technology-Based Enterprenurial Teams. International Small Business Journal 2005; 23:257. 
[9] Sorenson, A. T., Shklovski, I. The Hugging Team: The Role of Technology in Business Networking Practices. Proceedings of the 12th 
European Conference on Computer Supported Network. ESCW: 2011; 24-28 September; 333-352. 
[10] Coleman, A. How social media can benefit small businesses. The Guardian. 2012 ; Retrieved August 20, 2012, from 
http://www.guardian.co.uk/small-business-network/2012/aug/14/small-business-benefit-social-media 
[11] Norton Cybercrime Report. Cybercrime continues to rise. Retrieved February 28, 2012, from 
http://www.apecdoc.org/site/malaysia/2011/09/26/cybercrimes-continue-to-rise/ 
[12]  3rd ed.UK: Cambridge University Press; 2008. 
[13] Dutton, W. H. & Shepherd, A. Trust in the Internet  as an experience technology, Information, Communication & Society, 2006; 9:4, 
433-451. 
[14] Dutton, W. H. & Shepherd, A. Trust in the Internet  as an experience technology, Information, Communication & Society, 2006; 9:4, 
433-451. 
[15] Hampton, K., Goulet, L.S., Rainie, L., Purcell, K. 
connected to their use of social networking sites and other technologies. Pew Internet Project  2011; June 16. 
[16] Jones, K., Lori, N.K., Leonard, K., Riemenschneider , C.K. Trust Influencers on the Web. Journal of Organizational Computing and 
Electronic Commerce 2009;19:3, 196-213. 
[17] Wu, J.J., Tsang, A. S. Factors affecting members' trust belief and behaviour intention in virtual communities. Behaviour & 
Information Technology 2008; 27:2, 115-125. 
[18] Nylander, S., Rudstrom, A. Questions, inspiration, feedback and contributions: How entrepreneurs network online. 
Proceedings of the 5th International Conference on Communities and Technologies 2011; 128-137. 
[19] Teo, K. S. The Acquisition of Malay as a Second Language. 2001. Retrieved August 20, 2012 from 
http://sealang.net/sala/archives/pdf4/teo2001acquisition.pdf 
[20] Asmah Haji Omar. The Malay Peoples of Malaysia and Their Languages. Kuala Lumpur: Dewan Bahasa dan Pustaka, Kementerian 
Pelajaran Malaysia; 1983. 
[21] Evans, D. Social Media Marketing. An Hour A Day.  USA: Wiley Publishing Inc.; 2008. 
[22] Evans, D. Social Media Marketing. The Next Generation of Business Engagement. USA: Wiley Publishing Inc.; 2010. 
 
 
  
 
 
 
 
 
 
